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The aim of this study is to analyze the effect of perception of social media users on travel Influencer
advertisements on attitude and destination. The questionnaire used for the research was administered
to 836 participants. The data obtained from these questionnaires were interpreted by using the SPSS
25.0 and Lisrel 8.80 package software. Descriptive statistics, explanatory and confirmatory factor
analysis and structural equation model were used to analyze the data. At the end of the research, the
perception of social media users about travel Influencer advertisements was found to have an effect

on attitudes and destination. According to the results of the hypothesis obtained using structural
equation modeling, these factors are interrelated.

1. INTRODUCTION

The introduction of the internet into our lives
has succeeded in bringing people together under a
single platform. This platform is social media. Ryan
and Jones (2009) announced social media as a web-
based software that allows users to communicate
and socially interact with each other using tools
such as text, audio, visual, or video. Social media,
whose number of users is increasing day by day,
has managed to attract the attention of businesses
to this market environment by bringing consumers
together (Jaakonmaki, Miiller and Brocke, 2017;
Allalwan et al,, 2017). Being aware of the low cost
of social media and its ability to reach people
directly, businesses made their advertisements
(Kutthakaphan and Chokesamritpol, 2013; Bruhn,
Schoenmuelle and Schafer, 2012; Khamis, Ang, and
Welling, 2017; Evans, et al,, 2017; Phua, Jin, and Kim,
2017), on this platform to promote their products or
services. Although these ads appeal to some users,
they disturb most consumers (Bambauer-Sachse
and Mangold, 2011). Thus, most consumers either
ignore these ads or use ad-blocking software (De
Veirman, 2017).

Businesses have also used some advertising
strategies to prevent this and to influence consumers
(Apeyoje, 2013). This strategy is “Influencer”
(Berg and Sterner, 2015) advertising, which has a
large number of followers on social media and can
influence many buyers with their ideas. Influencer
advertising was initially applied in areas such as
fashion-beauty- cosmetics (Konstantopoulou et al.,
2019; Britt et al, 2020; Ananda and Wandebori,
2016; Achmad and Hidayat, 2018) and food-beverage
(Folkvord et al, 2019; Coates et al, 2019) and
later became one of the leading sectors in tourism
(Gretzel, 2018; Femenia-Serra and Gretzel, 2020;

Jang et al, 2021; Bakanauskas and Kisieliauskas,
2018; Chatzigeorgiou, 2017; Suciati, Maulidiyanti
and Lusia, 2017; Ong and Ito, 2019).

Stating that there is a lack of research despite
many kinds of research in Influencer advertising in
the tourism and travel sector, Gretzel (2018), said
that how consumers perceive travel and tourism
social media influencers and what drives the
persuasiveness of influencer messages are additional
questions that need to be investigated. Besides,
Cox et al. (2009) cited one of the most ambiguous
and under-researched problems in the tourism
industry as the role user- generated content plays in
destination selection. In addition, although there are
some studies on travel influencers (Gretzel, 2018;
Kaur, 2018; Ay, etal., 2019; Yilmaz, 2020; Asan, 2021;
Pop et al,, 2021; Jang, et al., 2021), no research has
been found that measures the perceptions, attitudes,
and effects of travel influencers on their followers
on destination selection. Based on this, the purpose
of this research is to measure the effect of social
media users’ perceptions of travel influencer ads on
attitude and destination selection. It is considered as
an important study since such a study has not been
done before.

This study is planned as follows: section 2 presents
a review of the literature on social media and travel
Influencer and travel Influencer Advertisements in
the destination. Section 3 describes the research
methodology. In section 4, the research findings and
discussion are presented. Finally, in section 5, the
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conclusions and implications of the research are
given.

2. LITERATURE REVIEW
2.1. Social Media and Travel Influencer

Today, consumers have turned to the new media
they produce instead of traditional media - such as
newspaper, TV, radio- (Mangold and Faulds, 2009).
They have influenced social media that provides
two-way communication (Winer, 2009; Mayfield,
2008). The increase in the number of social media
users has revealed social media influencers (Xu and
Pratt, 2018).

Influencers are a new type of independent third-
party promoters that influence their followers’
attitudes using social media (Freberg et al,, 2011).
Although the Influencer is a new concept, various
definitions have been made by researchers. Kotler
and Armstrong (2012), on the other hand, define
the concept of Influencer as influential people with
broad networks that are chosen only to represent a
company or a product as opinion leaders.

According to Ki (2018), the concept of influencer
has been defined in the literature as “Influencer
(Combley, 2011), Social Media Influencers (Freberg
etal, 2011; Morgan, 2017; De Veirman et al., 2017),
Instagram Influencers (Evans et al., 2017), Instagram
Celebrities (Dewey 2014), Citizen Influencers (Bell,
2012), Micro Celebrities (Marwick, 2015; Abidin,
2016), Non-traditional celebrities (Scott, 2015).

Influencers provide a rapid spread of news or
brands through their personal accounts in the social
media environment (Tuten, 2008). According to
Tuten (2008), Ed Keller and JonBerry suggested
that Influencers should have 5 characters in
Thelnfluentials books. These are:

1. Be an activist,
2. Be a good communicator,
3. Should be able to affect people,
4, [t must be mentally active,
h5. Should be able to identify trends and spread
them.

Xu and Pratt (2018) define travel influencers as
the spokespersons of a tourism destination that
contribute to the image of a region and influence the
consumers’ decision to choose a holiday destination
(Guerreiro et al., 2019). Travel influencers inform
their followers about topics related to the tourism
sector (such as destination, culture, transportation,
accommodation, food and beverage, entertainment).
Influencers are seen as a reliable source of
information by sharing their experiences with their
followers instantly (Asan, 2021).In the literature, itis
understood that the followers see travel influencers
as a reliable source in their decision-making (Ay et
al,, 2019, Asan, 2021).

2.2.Travel Influencer Advertising in Destination

Consumers’ perception of advertisements
determines their attitudes towards advertisements.
When consumers are confronted with any
advertisements, their perception of advertisements
(such as whether the advertisements are
informativeness, seen as entertainment, perceived
as reliability, the degree of good for economy, and
whether it causes value corruption) is shaped.
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Then their attitude is determined (Wang et al,
2009). Accordingly, purchasing behaviors result
either positively or negatively. The value of an
advertisement is determined by the attitudes of
consumers towards that advertisement and their
behavior towards purchasing (Ducoffe, 1996).

This is the case with advertisements in the
tourism sector. Before deciding on their vacation,
consumers collect and analyze information about
their destination from many places (Wang, Yu and
Fesenmaier, 2002; Nezakatietal.,, 2015). At this stage,
it is extremely important for tourism businesses to
learn from where and how consumers seek holiday
information (Cox, et al, 2009). Businesses can
work with travel influencers to positively influence
consumers’ destination perceptions and finalize
destination selection and attitudes (Glover, 2009;
Femenia- Serra and Gretzel, 2020).

In order for the advertising campaign to reach the
right audience, it is necessary to work with the right
Influencer (Brown and Hayes, 2008). Influencers
affect not only their own audience but also their
own masses. Brown and Fiorella (2013) explain this
situation with the “fisherman model”. The fisherman
model, first of all, to determine the fish to be caught
(target audience), to choose the right water body
(choosing the right environment such as Instagram,
Youtube, Twitter), and waiting for the best result
(spreading the advertisement) using the widest
network (advertisement).

3. METHODOLOGY
3.1. Purpose of Research

The aim of this study is to measure the perceptions
of social media users towards travel Influencer ads
and their effect on their attitudes towards Influencer
ads. Itis also to reveal the effects of these attitudes on
destination selection. In this study, the demographic
characteristics of the participants were analyzed
first. Secondly, the scale items that created the model
were tested with factor analysis whether they were
combined under certain factors and the factorization
of the data was examined. Hypotheses formed in line
with the model were analyzed using the Structural
Equation Model (SEM).

3.2. Research Model and Hypothesis

In this study, firstly a theoretical model was
developed in which social media users’ perception of
travel Influencer ads affects attitude and destination
selection. The model is shown in figure 1.

Sttial media users’
persention scale for

travel Influencer ads
(1AF)

-Infrrmativengss (INF)
Entettament (ENT)
-Beliability (REL)

-G for Exonomy
(ECO)

Destination Selection
(1AD)

Aftitude towards
Influencer Ads (TAA)

~Value Comiption
(VAL)

Figure 1: Research Model
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As a result of the literature review, the following
hypotheses were formed in accordance with the
research.

H1: Perceptions of whether travel Influencer ads
are informative on social media have a positive effect
on the attitude towards travel Influencer ads.

H2: Perceptions about whether or not travel
Influencer ads are fun on social media have a positive
effect on the attitude towards Influencer ads.

H3: Perceptions of the reliability of travel
Influencer ads on social media have a positive effect
on the attitude towards Influencer ads.

H4: Perceptions about whether or not travel
Influencer ads are good for the economy on social
media have a positive effect on the attitude towards
travel Influencer ads.

H5: Travel Influencer ads on social media have a
negative impact on the perception of the degeneracy
of society and youth on the attitude towards travel
Influencer ads.

H6: The attitude towards travel Influencer ads
on social media has a positive effect on destination
selection.

3.3. Variables of Research

Factors, codes, numbers, and sources related to
the scales used in the research are shown in Table 1.

Table 1: Variables and Codes Used in Scales

The number of

Scale Factor and Codes Source

Informativeness (IAP1-IAP3)

Media

Social Users'
Perception Scale for Travell
Influencer Ads (IAP)

Entertainment (IAP4-IAP7)
Reliability (IAP8-IAP10)
Good for Economy (IAP11-
IAP13)

'Value Corruption (IAP14-
IAP15)

IAA1-IAA3

Talih
Akkaya
(2013)

Influencer ads
attitude scale (IAA)

Erol and
Hassan
(2014)

Destination selection

IADI-IAD4 4

scale (IAD)

As seen in Table 1, the perception scale has five
factorsand 15 expressions; the attitude scale consists
of one factor and 3 expressions. There is also one
factor 4 expression in the destination selection scale.
The scales used in the questionnaire, the studies of
Talih Akkaya (2013) and Erol and Hassan (2014)
were used.

3.4. Research Sample and Data Collection Method

After YouTube in Turkey, Instagram is the most
used app. While the number of Instagram users
was 38 million in 2020, this number was 33 million
in 2018 (https://wearesocial.com/). The study
population was taken as the Instagram users in
Turkey. Determining the number of samples has an
effect on the statistical results (Hair et al.,, 2010).
According to Bayram (2006), the sampling error was
stated as 384 with a population size of 1,000,000
and above at the 95% confidence level. In this
study, the sample size was determined as 841. Due
to the limited time and cost available, the simple
sampling method was chosen from non-random
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sampling methods. Convenience sampling is a
method that aims to select individuals who can give
their information and data the easiest (Kurtulus,
2010). The data in this study were collected by being
applied an online questionnaire to Instagram users
(n = 841) between January 1 and April 1, 2019. 836
usable questionnaires were obtained from these.

The questionnaire consisted of four sections and a
total of 31 statements. In the first part, 9 statements
were asked to measure the participants’ demographic
information, in the second part, 15 statements to
measure their perceptions of Influencer ads, in the
third part, 3 statements measuring the attitude of the
users, and in the fourth part, a total of 4 statements
were asked to measure the destination choices.
Perception and destination scale the questionnaire
prepared according to 5-point Likert Scale (Attitude
= 1, Disagree = 2, Unstable = 3, Agree = 4, Strongly
Agree = 5) attitude scale (1 = Very Bad-5 = Very
Good, 1 = Dislike - 5 = Dislike, 1 = Not Required -
5 = Required). At the end of the research, the data
collected from the questionnaires were analyzed
using the SPSS 25.0 and Lisrel 8.80 statistical
package programs.

4. FINDINGS AND DISCUSSION
4.1.Demographic Characteristics of Participants

The demographic characteristics of the
participants were obtained by frequency analysis.
According to the frequency analysis result, there are
836 participants in this study and 66.7%

(558) of them were female. 65.2% (545) of the
participants stated that they were between 14-

24 years old and 51.7% (432) stated that they had
undergraduate education. When the participants
were asked about their professional groups, 46.4%
(388) replied that they were students. Looking at
the marital status of 836 participants, 84.4% (706)
were single. When asked about the time spent on
the internet for the participants of the study, 41.7%
(349) stated that they spent between 2-4 hours.
When asked about the frequency of visiting social
networking sites daily, 59.8% (500) visited more
than 7 times a day; 42.7% (357) of spending time
on social networking sites stated that they spent
between 2-4 hours. 78.3% (655) of the participants
stated that the most frequently visited social
networking site is Instagram.

4.2. Factor Analysis

In this study, the data were tested with the
Explanatory Factor Analysis (EFA) using Varimax
rotation and main component analysis methods, and
whether they were factored.

According to the EFA, the scales consist of 3
dimensions: Perception scale for Influencer ads
(IAP), Attitude towards Influencer ads (IAA), and
destination selection scale (IAD). When Table 2 is
examined, it is seen that the eigenvalues of reliability,
value corruption, and good for economic factors are
less than 1 because the factor number in the factor
analysis is fixed to 5 in order to avoid deviation
from the original scale. These five factors explained
80.312% of the total variance. In the study of Talih
Akkaya (2013), the eigenvalue of informativeness
factor was 6.854, the entertainment factor was
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actor Loadings

Factor Eigen- Value Variance Cumu
Loading s Explained (%) (Perce
a Users' perception scale for travel
ads (IAP)
eness (INF) 8.051 53.675
ncer ads on social media are convincing. 0.801
| media ads are reliable on social media. 0.791
iencer ads on social media are reasonable. 0.712
iencer ads on social media enhance our life 0.630
tent (ENT) 1.709 11.390
ncer ads on social media are funny. 0.852
ncer ads on social media are enjoyable. 0.849
ncer ads on social media are interesting. 0.713
ncer ads on social media are pleasing. 0.703
(REL) 0.891 5.942
ncer's ads on social media provide relevant 0.791
ncer ads on social media are a good source
L . 0.717
service information.
ncer's ads on social media provide up-to-date 0.715
‘uption (VAL) 0.799 5.329
iencer ads on social media degenerate the 0.919
uth.
lencer ads on social media promote unwanted 0.917
r society. :
conomy (ECO) 0.596 3977
lencer ads on social media have a positive 0.790
1e economy.
lencer ads on social media about products for|
. 0.600
7ll work better.
if Attitude towards Social Media Users'
uencer Ads
2.534 84.475
<ed (1)... Like (5) 0.935
good (1)... Very good (5) 0.913
ecessary at all (1)...
0.910
5)
1 Selection Scale (IAD) 2.564 85.474

ffected by influencers' videos on social media
vy

0.948

ffected by photos taken by influencers on
es on social

0.942

affected by the comments that influencers
holiday destinations on social media.

0.883
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1.723, the reliability factor was 1.458, the good
for the economic factor was 1.439, and the value
corruption factor was 1.192.

Total variances of related factors for this study
are given in Table 2. As can be seen in Table 2,
social media users’ perception of Influencer
advertisements was determined by five factors:
informativeness (4 expressions), entertainment
(4 expressions), reliability (3 expressions), value
corruption (2 expressions), and good for the
economy (2 expressions). When the eigenvalues
of the IAA scale are examined, it is seen that the
expressions combine under a single factor and have
an eigenvalue greater than 1. This factor explains
84.475% of the total variance. When the eigenvalues
of the IRD scale are examined, it is seen that all three
expressions are collected under a single factor and
the eigenvalues of this factor are above 1. The IRD
scale explains 85.474% of the total variance.

Confirmatory Factor Analysis (CFA) determines
which factor is associated with which factor and
which observed variable is related to which factor
(Schmacker and Lomax, 2010). LISREL

8.80 statistical package program was used to
determine the degree of suitability of variables to
the default research model by applying CFA on the
perceptions, attitude, and destination selection
scales of the model social media users shown using
EFA for travel Influencer ads.

Table 3: Cronbach Alpha, AVE (Average Variance Extracted), Composite Reliability & Discriminant Validity

Alpha _|CR AVE __ |INF ENT _ |REL VAL |ECO IAA _[IAD
INF 0907 0909] 0,714 0,845
ENT 0931 0931 0771|0832 0878
REL 0,829 083 0619 0803 0777) 0,787
VAL 0817 088 0798 0,036 0059 0,073 0,893
ECO 0712  0712]  0553] 0,897 0,79]0,829* 0,146 0,744
1AA 0,908 0908]  0,767]  0,819]  0,806/0,779* 0,026 0,785 0,876
IAD 0915]  0913] 0779 0,549] 0,538  0,562] 0,001 0,632 0,623 0,882,

As a result of the analysis, the reliability and
validity of the scales were observed as shown
in Table 3. The factors of IAP scale, composite
reliability Cronbach’s alpha (<0,70), CR (<0,60) and
AVE (<0,50) values for IAA and IAD scales are above
the limits in the literature (Altunisik, et al.,, 2005;
Chiang and Hsieh, 2012; Cronbach, 1951; Fornell
and Larcker, 1981; Karatepe, 2006; Lorcu, 2015;
Yuruk, Akyol, and Simsek, 2017). For) Discriminant
validity, diagonals consist of the square root of the
AVE value. Correlation values below the diagonals
are required to be smaller than the diagonal values
(Fornell and Larcker 1981). When the values in Table
2 are examined, it is observed that the correlations
under the diagonal of the REL factor are greater than
the diagonal value. The reason for this is that while
EFA is being performed, it is possible to factorize the
scale, which was previously valid and reliable, based
on the factor distribution, that is, it is possible to
combine the expressions that combine in five factors
in five factors and their eigenvalues are less than 1.

4.3. Testing of the Hypotheses

The research model and hypotheses were analyzed
using SEM. Multivariate normality tests should be
performed in order to apply SEM (Kayapinar, 2019).
Mardia’s Multivariate Normality test results for
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variables are given in Table 4.

Table 4: Results of Mardia’s Multivariate Normality Test
(Skewness and Kurtosis)

ia°?
Mardia’s multivariate Mardia’s multivariate Mar(‘ila s
multivariate
skewness Kurtosis skewn?ss and
kurtosis
Coefficient |Z P Coefficient |Z P X2 p-value
value value
52.746] 51.261]0.000 719.940] 33.51410.000 | 3.750.824]0.000

Table 4 examined, p <0.05 multivariate normality
of variables could not be achieved “Asymptotically
Distribution-Free (ADF)” method (Kline, 2011).
Therefore, an asymptotic covariance matrix has been
formed as a priority in the testing of hypotheses since
the variables do not provide normal distribution.
SEM results were also calculated according to the
asymptotic covariance matrix.

According to the SEM, Sattora-Bentler value was
calculated as x2= 497.69, the degree of freedom
(df) = 191, p = 0.000, and RMSEA = 0.044. For the
standardized solution (standardized -coefficient)
estimates in Figure 2, INF-IAA=0.21, ENT-IAA=0.28,
REL-IAA = 0.21, ECO- IAA = 0.22, VAL-IAA = -0.09,
[AA-IAD = 0.59 It was observed that the values. The
whole model was examined using SEM. Based on
the SEM, modification indices were applied between
each of the following pairs: “IAP4- IAP7” and “IAA1-
IAA3” The error variances of “IAP15” were taken as
“0”. Since the path diagram is P <0.05, the model is
significant.

When the model fix index values of SEM are
examined, it is understood that the fit indices are
within the limits of fit. RMSEA = 0.044, CFI = 0.99,
NFI = 0.99, NNFI = 0.99 and AGFI =0.91 compliance
goodness values are “good fit”; x2/df = 2.606, GFI =
0.93, RMR = 0.086 and SRMR

= 0.051 are in the “acceptable fit” range.

When the regression coefficient t-values and the
results of the hypotheses in Table 5 are considered, it
is seen that the t-values of the hypotheses are greater
than 1.96 and thus the hypotheses are supported. It
has been revealed that social media users have the
sameand directeffectonthe perceptionscale of travel
Influencer ads with informativeness, entertainment,
reliability, and good for economy factors and attitude
scale, and have a direct and negative effect on value
corruption. It was also found that the attitude scale
had a direct effect on the destination selection scale.

Table 5: Structural Equation Results

Structural Relations Hypothesis Estimates T-Value

INF-IAA H1 - accepted 0.21 3.19

ENT-IAA H2 - accepted 0.28 6.11

REL-IAA H3 - accepted 0.21 2.38

ECO-IAA H4 - accepted 0.22 2.08

VAL—-IAA H5 — accepted -0.09 -3.76
IAA—IAD H6 — accepted 0.59 15.40
Structural equations R2
IAA = 0.21*REL + 0.28*ENT + 0.21*INF- 0.095*VAL + 0.22*ECO IAD 0.74
=0.59*IAA 0.35

In the structural equation in Table 5, there is the
same way and direct relationship between attitude
(IAA) and reliability (REL), entertainment (ENT),
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informativeness (INF), good for economy (ECO),
and regression coefficients were found to be 0.21
for GUV. While ENT was 0.28, INF was 0.21, and
ECO was 0.22, there was an inverse relationship
between IRT and value corruption (VAL) and the
regression coefficient for VAL was 0.095. The sub-
dimensions of the perception scale explained 0.74 of
the attitude scale at 5% significance level and 26%
of the attitude scale. It is seen that there is a direct
and direct relationship between IAA and IAD and
the regression coefficient for IAD is 0.59. The 1AA
explains 0.35 of the IRD at 5% significance level,
while 65% does not.

5. CONCLUSION AND IMPLICATIONS

Examining the demographic characteristics
of the participants, it was found that the data
obtained were in accordance with the analysis.
For the purpose of the study, factor analysis was
performed to determine the validity and reliability
of the variables without losing their characteristics
and to make them suitable for SEM. As a result of
this, explanatory factor analysis was conducted
to determine whether the scales were factored
or not and to determine their structural validity.
Afterward, confirmatory factor analysis was applied
to the variables to be factored in order to determine
whether they validated the related factor.

In order to test the hypotheses formed on the
study, SEM was used to examine the relationship
between multiple variables with the help of
models. Accordingly, if the t value of the regression
coefficient is greater than 1.96, the hypotheses are
considered to be supported. It was revealed that the
perception scale of social media users, defined with
regard to information efficiency, entertainment,
reliability, and good for the economy, has the same
and direct effect between attitude and attitude
towards travel Influencer advertisements, and the
direct and negative effects of corruption on value.
In addition, the direct effect of the attitude scale on
the destination selection scale was determined and
it was found that the hypotheses were supported
by the literature and generally similar results were
obtained (Xu and Pratt, 2018; Magno and Cassia,
2018; Guerreiro et al., 2019; Ay, et al., 2019; Asan,
2021; Pop, et al., 2021).

The hypotheses created for the SEM are as follows:
Traveling on social media as a result of the analysis
conducted to determine whether the perceptions
about whether or not Influencer ads are informative
to have a positive effect on the attitude towards
Influencer ads, the regression coefficient between
the information giving factor and attitude is 3.19.
Since the t-value of the regression coefficient was
greater than 1.96, there was no positive effect on
perceptions of informativeness on the attitude
towards Influencer ads.

Since the t-value of the regression coefficient was
greater than 1.96, the perceptions of informativeness
had a positive effect on the attitude towards
Influencer ads, thus supporting the H1 hypothesis.
Traveling on social media as a result of the analysis
conducted to determine whether the perceptions of
whether Influencer ads are fun or not, had a positive
effect on the attitude towards Influencer ads, the
H2 hypothesis was supported as the regression
value between entertainment and attitude was 6.11.
The t-value of the regression coefficient between
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reliability and attitude was found to be 2.38.
Accordingly, it was concluded that the perception
of whether the travel Influencer ads are reliable on
social media has a positive effect on the attitude
towards Influencer ads, thus supporting the H3
hypothesis.

As a result of the analysis conducted to determine
whether perceptions about whether Influencer ads
are good for the economy to have a positive effect on
the attitude towards Influencer ads, the regression
coefficient between the good for the economy
and attitude was determined as 2.08, and the H4
hypothesis was supported. Travel on social media
As a result of the analysis conducted to determine
whether the perceptions of the degeneration of
society and youth about the value of the Influencer
ads had a negative effect on the attitude towards
Influencer ads, the tvalue ofthe regression coefficient
between the degeneration and the attitude was
found to be

-3.76. Therefore, the perceptions of value
corruption was proven to have a negative effect on
attitude and the H5 hypothesis is supported.

As a result of the analysis conducted to determine
whether the attitude towards travel Influencer
advertisements had a positive effect on destination
selection, the t value of the regression coefficient
between the attitude and destination selection was
determined as 15.40. Thus, it was found that the
attitude towards travel Influencer ads had an effect
on destination selection and the H6 hypothesis was
supported. According to the results of the analysis,
the importance of travel Influencer ads on social
media was revealed. In general, it is seen that social
media users’ perceptions about travel Influencer ads
have an effect on attitudes and destination selection.

The research has been limited to Instagram users
since the use of Instagram is more common in recent
years than other social networks, and other networks
have been excluded. The data can be collected over
users who use other social networking sites and the
results can be generalized.

Some recommendations for businesses are
listed so that social media users can work with
Influencers, which affect their perceptions, attitudes,
and destination choices. First of all, businesses
need to have social media accounts and use them
actively in order to be visible in social media and
to be immediately accessible by their consumers.
Businesses should choose the social networking
site according to their target audience. Businesses
should choose the right Influencer for the right
audience to create more effective advertising.

The influencers to be selected should be analyzed
according to their potency rather than the number of
followers. Each Influencer has his/her own language.
They know how, where, and with what messages
they can influence their followers. Therefore,
businesses should not interfere with Influencer
advertising languages. Businesses should establish
close relationships with influencers and never
forget that they are bridges between businesses and
consumers. They should assist Influencers with the
products or services to be promoted and give them
as gifts.

45

ACKNOWLEDGMENT

This article was produced from Ibrahim Karadeniz’s
thesis (2019) “The Effect of Social Media Users Perceptions
on The Attitude and Destination Selection of Selection of
Travel Influencer Advertisements”.

REFERENCES

Abidin, C. (2016). “Aren’t these just young, rich women
doing vain things online?”: Influencer selfies as subversive
frivolity. Social media+ society, 2(2), 1-17.

Achmad, S. H., & Hidayat, R. (2018). The Effect of Video
Advertisement by Beauty Vlogger on Buying Intention.
International Journal of Accounting, Finance, and Economics,
1(1), 18-23.

Alalwan, A. A,, Rana, N. P, Dwivedi, Y. K., & Algharabat,
R. (2017). Social media in marketing: A review and analysis
of the existing literature. Telematics and Informatics, 34(7),
1177-1190.

Altunisik, R., Coskun, R., Bayraktaroglu, S. & Yildirim,
E. (2005). Sosyal Bilimlerde Arastirma Yontemleri SPSS
Uygulamali. Sakarya: Sakarya Kitabevi.

Ananda, A. F, & Wandebori, H. (2016, September).
The impact of drugstore makeup product reviews by
beauty vlogger on youtube towards purchase intention
by undergraduate students in Indonesia. In International
Conference on Ethics of Business, Economics, and Social
Science, 3(1), 264-272.

Apejoye, A. (2013). Influence of celebrity endorsement
of advertisement on students’ purchase intention. J Mass
Communicat Journalism, 3(152), 2-7.

Asan, K. (2021). Asan, K. (2021). Measuring the impacts
of travel influencers on bicycle travellers. Current Issues in
Tourism, 1-17, doi: 10.1080/13683500.2021.1914004.

Ay, E., ipek, K., Ozdag, N. B., Ozekici, E., & Alvarez, M. D.
(2019). Travel bloggers as influencers: What compels them to
blog. Tourist destination management, (159-175). Springer.

Bakanauskas, P., & Kisieliauskas, J. (2018). Building a
travel influencer brand using Instagram tools. Organizacijy
vadyba: sisteminiai tyrimai= Management of organizations:
systematic research. Kaunas: Vytauto DidZiojo universitetas,
(80), 7—- 18.

Bakanauskas, P., & Kisieliauskas, J. (2018). Building a
travel influencer brand using Instagram tools. Organizacijy
vadyba: sisteminiai tyrimai= Management of organizations:
systematic research. Kaunas: Vytauto DidzZiojo universitetas,
2018.

Bambauer-Sachse, S., & Mangold, S. (2011). Brand
equity dilution through negative online word-of-mouth
communication. Journal of retailing and consumer services,
18(1), 38- 45.

Bayram, N. (2004). Sosyal Bilimlerde SPSS ile Veri Analizi,
Ezgi Kitabevi, Bursa,

Berg, L., & Sterner, L. (2015). Marketing on Instagram: A
Qualitative Study on How Companies Make Use of Instagram
as a Marketing Tool (Bachelor’s Thesis Ed.). Umea University
School of Business and Economics. Sweden.

Britt, R. K., Hayes, J. L., Britt, B. C., & Park, H. (2020). Too
big to sell? A computational analysis of network and content
characteristics among mega and micro beauty and fashion
social media influencers. Journal of Interactive Advertising,
20(2), 111-118. https:// doi.org/10.1080/15252019.2020.1
763873.

Brown, D., & Fiorella, S. (2013). Influence marketing: How
to create, manage, and measure brand influencers in social
media marketing. Que Publishing, USA.

Brown, D., & Hayes, N. (2008), Influencer Marketing: Who



Karadeniz, Kayapinar & Géneng Giiler

TOLEHO, 2022, 4(1): 40-48

really influences your customers?: Routledge.

Bruhn, M., Schoenmueller, V., & Schafer, D. B. (2012). Are
social media replacing traditional media in terms of brand
equity creation?. Management research review, 35(9), 770-
790.

Chatzigeorgiou, C. (2017). Modelling the impact of social
media influencers on behavioural intentions of millennials:
The case of tourism in rural areas in Greece. Journal of
Tourism, Heritage & Services Marketing (JTHSM), 3(2), 25-29.

Chiang, C. F.,, & Hsieh, T.S. (2012). The impacts of perceived
organizational support and psychological empowerment on
job performance: The mediating effects of organizational
citizenship behavior. International journal of hospitality
management, 31(1), 180-190.

Coates, A. E., Hardman, C. A., Halford, J. C. G., Christiansen,
P., & Boyland, E. J. (2019). The effect of influencer marketing
of food and a “protective” advertising disclosure on children’s
food intake. Pediatric obesity, 14(10), 1-9, e12540.

Combley, R. (2011). Langenscheidt standard French
dictionary: French-English, English-French; [new blue
headwords]: Langenscheidt.

Cox, C., Burgess, S., Sellitto, C., & Buultjens, J. (2009). The
role of user-generated content in tourists’ travel planning
behavior. Journal of Hospitality Marketing & Management,
18(8), 743-764.

Cronbach, L. J. (1951). Coefficient alpha and the internal
structure of tests.

Psychometrika, 16(3), 297-334.

De Veirman, M., Cauberghe, V., & Hudders, L. (2017).
Marketing through Instagram influencers: the impact of
number of followers and product divergence on brand
attitude. International journal of advertising, 36(5), 798-828.

Dewey, C. (2014). Inside the world of the ‘Instafamous’,
Washington Post. (https://www.washingtonpost.com/news/
arts-and-entertainment/wp/2014/02/19/inside-the- world-
of-the-instafamous/).

Dogru, T., et al., (2019). The balance of trade and exchange
rates: Theory and contemporary evidence from tourism.
Tourism Management, 74, 12-23.

Ducoffe, Robert H. (1996). Advertising value and
advertising on the web. Journal of Advertising Research, 36
(5), 21-35.

Erol, G., & Hassan, A. (2014). “Genglerin Sosyal Medya
Kullanimi ve Sosyal Medya Kullaniminin Tatil Tercihlerine
Etkisi”, Journal of International Social Research, 7(31), 804-
812.

Evans, N. J., Phua, J., Lim, J., & Jun, H. (2017). Disclosing
Instagram influencer advertising: The effects of disclosure
language on advertising recognition, attitudes, and
behavioral intent. Journal of interactive advertising, 17(2),
138-149.

https://doi.org/10.1080/15252019.2017.1366885.

Femenia-Serra, F., & Gretzel, U. (2020). Influencer
Marketing for Tourism Destinations: Lessons from a Mature
Destination. InJ. Neidhardt and W. Worndl (Eds.), Information
and Communication Technologies in Tourism 2020 (65-78).
Switzerland: Springer International Publishing.

Folkvord, F., Bevelander, K. E., Rozendaal, E., & Hermans,
R. (2019). Children’s bonding with popular YouTube vloggers
and their attitudes toward brand and product endorsements
in vlogs: An explorative study. Young Consumers, 20(2), 1-14.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural
equation models with unobservable variables and
measurement error. Journal of marketing research, 18(1),
39-50.

Freberg, K., Graham, K., McGaughey, K., & Freberg, L. A.
(2011). Who are the social media influencers? A study of
public perceptions of personality. Public Relations Review,

46

37(1), 90-92.

Glover, P. (2009). Celebrity endorsement in tourism
advertising: effects on destination image. J Hosp Tour Manag
16(1), 16-23.

Gretzel, Ulrike (2018) Influencer marketing in travel and
tourism. In: Sigala M, Gretzel U (eds) Advances in social
media for travel, tourism and hospitality: new perspectives,
practice and cases. Routledge, New York, 147-156.

Guerreiro, C., Viegas, M., & Guerreiro, M. (2019). Social
networks and digital influencers: Their role in customer

decision journey in tourism. Journal of Spatial and
Organizational Dynamics, 7(3), 240-260.
Hair, J. F, Black, W. C, & Babin, B. J. (2010).

Multivariate Data Analysis: A Global Perspective. Pearson
Education. Retrieved from https://books.google.com.tr/
books?id=SLRPLgAACAAI.

Isik, C., Sirakaya-Turk, E., & Ongan, S. (2020). Testing
the efficacy of the economic policy uncertainty index on
tourism demand in USMCA: Theory and evidence. Tourism
Economics, 26(8), 1344-1357.

Jaakonmaéki, R., Miiller, O., & Vom Brocke, J. (2017,
January). The impact of content, context, and creator on user
engagement in social media marketing. In Proceedings of the
50th Hawaii international conference on system sciences.

Jang, Wonseok (Eric), Kim, Jihoon (Jay), Kim, Soojin and
Chun, Jung Won (2021): The role of engagement in travel
influencer marketing: the perspectives of dual process
theory and the source credibility model, Current Issues in
Tourism, 1-5. DOI: 10.1080/13683500.2020.1845126.

Karagoz, D., et al., (2021). Solo female travel risks, anxiety
and travel intentions: Examining the moderating role of
online psychological-social support. Current Issues in
Tourism, 24(11), 1595-1612.

Karatepe, O. M. (2006). Customer complaints and
organizational responses: the effects of complainants’
perceptions of justice on satisfaction and loyalty. International
Journal of Hospitality Management, 25(1), 69-90.

Kaur, H. (2018). Social media as a travel influencer: A
review of recent studies. International Journal of Academic
Research & Development (IJAR&D) 4(2),81-85.

Kayapinar, O. (2019). “Pazarlama Arastirmalarinda Giincel
Gelismeler”, Pazarlamada Giincel Gelismeler, Ed: Altug,
Nevin ve Ozhan, Seniz, Nobel Akademik Yayincilik, Ankara.

Khamis, S., Ang, L, & Welling, R. (2017). Self-
branding,'micro-celebrity’and the rise of Social Media
Influencers. Celebrity studies, 8(2), 191-208.

Ki, C. W. (2018). The Drivers and Impacts of Social Media
Influencers: The Role of Mimicry, (Doctoral dissertations).
The University of Tennessee, Knoxville.

Kline, R. B. (2011). Principles and Practice of Structural
Equation Modelling, The Guilford Press, New York.

Konstantopoulou, A., Rizomyliotis, 1., Konstantoulaki, K.
& Badahdah, R. (2019), “Improving SMEs’ competitiveness
with the use of Instagram influencer advertising and e WOM”,
International Journal of Organizational Analysis, 27(2), 308-
321.

Kosc¢ak, M., Knezevi¢, M., Binder, D., Pelaez-Verdet, A.,
et al., (2021). Exploring the neglected voices of children in
sustainable tourism development: A comparative study in
six European tourist destinations. Journal of Sustainable
Tourism, 1-20.

Kotler, P. and Armstrong, G. (2012). Principles of
Marketing, Pearson Prentice Hall. Kurtulus, K. (2010).
Arastirma Yéntemleri, Tirkmen Kitabevi, istanbul.

Kutthakaphan, R., & Chokesamritpol, W. (2013). “The
Use of Celebrity Endorsement with the Help of Electronic
Communication Channel (Instagram): Case Study of Magnum
Ice Cream Thailand”, (Master thesis), Malardalen University,



Travel Influencer Advertisements: A study in Turkey

School of Business, Society and Engineering Vasteras,
Sweden.

Lorcu, F. (2015). Orneklerle Veri Analizi SPSS Uygulamali.
Ankara: Detay Yayincilk.

Mangold, W. G., & Faulds, D. J. (2009). Social media:
The new hybrid element of the promotion mix. Business
horizons, 52(4), 357-365.

Marwick, A. & Boyd, D. (2011). “To See and Be Seen:
Celebrity Practice on Twitter”, Convergence: The International
Journal of Research Into New Media Technologies, 17(2),
139-158.

Mayfield, A. (2008). What is Social Media, E-books,
iCrossing.

Neal, M. (2017). Instagram Influencers: The Effects of
Sponsorship on Follower Engagement With Fitness Instagram
Celebrities, Rochester Institute of Technology School of

Communication College of Liberal Arts, A Thesis submitted
in partial fulfillment of the Master of Science degree in
Communication & Media Technologies.

Nezakati, H., Amidi, A., Jusoh, Y. Y., Moghadas, S., Aziz, Y.
A., & Sohrabinezhadtalemi, R. (2015). Review of social media
potential on knowledge sharing and collaboration in tourism
industry. Procedia-social and behavioral sciences, 172, 120-
125.

Ong, Y. X., & Ito, N. (2019). “I Want to Go There Too!”
Evaluating Social Media Influencer Marketing Effectiveness:
A Case Study of Hokkaido’s DMO. In: Pesonen J., Neidhardt
J. (eds) Information and Communication Technologies
in Tourism 2019. 132-144. Springer, Cham. https://doi.
org/10.1007/978-3-030-05940-8_11.

Phua, J., Jin, S. V., & Kim, J. J. (2017). Gratifications of
using Facebook, Twitter, Instagram, or Snapchat to follow
brands: The moderating effect of social comparison, trust,
tie strength, and network homophily on brand identification,
brand engagement, brand commitment, and membership
intention. Telematics and Informatics, 34(1), 412-424.

Pop, R. A., Saplacan, Z., Dabija, D. C., & Alt, M. A. (2021).
The impact of social media influencers on travel decisions:
The role of trust in consumer decision journey. Current
Issues in Tourism, https://doi.org/10.1080/13683500.2021.
1895729.

Ryan, D. & Jones, C. (2009). Understanding Digital
Marketing: marketing strategies for engaging the digital
generation, US, Kogan Page Limited.

Schumacker, R. E., & Lomax, R. G. (2010). A Beginner’s
Guide to Structural Equation Modelling, Routledge Taylor
and Francis Group, New York.

Scott, D. M. (2015). The new rules of marketing and PR:
how to use social media, blogs, news releases, online video,
and viral marketing to reach buyers directly. John Wiley &
Sons.

Suciati, P., Maulidiyanti, M., & Lusia, A. (2018, January).
Cultivation effect of tourism TV program and influencer’s
instagram account on the intention of traveling. In
Proceedings of the International Conference on Social
Sciences (ICSS) 1(1).

Talih Akkaya, D. (2013). Sosyal Medya Reklamlarinda
Tuketici Algilarinin Tutum, Davranis ve Satin Alma Niyeti
Uzerine Etkisi (The Effect of Consumer Perceptions on Their
Attitude, Behavior and Purchase Intention in Social Media
Advertising-Doctoral Dissertations), Trakya University,
Edirne, Turkey.

Tuten, T. L. (2008). Advertising 2.0: social media marketing
in a web 2.0 world: social media marketing in a web 2.0
world. ABC-CLIO.

Wang, Y., Sun, S., Lei, W., & Toncar, M. (2009). Examining
beliefsand attitudes toward online advertisingamong Chinese
consumers. Direct Marketing: An International Journal. 3(1),

47

52-66, https://doi.org/10.1108/17505930910945732.

Wang, Y, Yu, Q., & Fesenmaier, D. R. (2002). Defining
the virtual tourist community: implications for tourism
marketing. Tourism management, 23(4), 407-417.

We are Social, Digital 2019 Turkey, https://wearesocial.
com/digital-2020, (Date of Access: 25. 04.2021).

Winer, R. S. (2009). “New Communications Approaches
in Marketing: Issues and Research Directions”, Journal of
Interactive Marketing, (23), 108-117.

Xu, X., & Pratt, S. (2018). Social media influencers as
endorsers to promote travel destinations: an application
of self-congruence theory to the Chinese Generation Y.
Journal of travel & tourism marketing, 35(7), 958-972, DOI:
10.1080/10548408.2018.1468851.

Yiimaz, M., Sezerel, H., & Uzuner, Y. (2020). Sharing
experiences and interpretation of experiences: a
phenomenological research on Instagram influencers.
Current Issues in Tourism, 23(24), 3034-3041, doi:10.1080/
13683500.2020.1763270.

Yuruk, P., Akyol, A., & Simsek, G. G. (2017). Analyzing the
effects of social impacts of events on satisfaction and loyalty.
Tourism Management, 60, 367-378.



Karadeniz, Kayapinar & Géneng Giiler

TOLEHO, 2022, 4(1): 40-48

ibrahim Karadeniz, graduated from
Trakya University, Department of Tourism
and Hotel Management-Master in 2019.
His research interest includes tourism
marketing,  digital marketing, and
destination marketing

ORCID: 0000-0002-4002-0159

6zgl'.'|r Kayapinar, is an assistant professor
at the Uzunképri Academy of Applied
Sciences at Trakya University. He graduated
a PhD in Administration at Trakya University
in Turkey. He is studying the Quantitative
Decision Methods Statistical Analysis and
Applications, Decision Support Systems,
and Multiple Criteria Decision Making

ORCID: 0000-0002-2003-5863

Emel Gonen¢ Giiler, received her
professor degree in Tourism and
Accomodation from Trakya University
Faculty of Applied Sciences, Turkey in
2019. She is currently working at Trakya
University Faculty of Applied Sciences. Her
research interests include Tourism
Marketing, Sustainable Tourism and
Tourism Management.

ORCID: 0000-0002-3214-0206

48



